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Who I am… & how I ended up where I am now!
TRACY TIGCHELAAR  (Ti-ke-lar)
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• Brit, turned Dutchie for 15 years… 

• Now living in Michigan (with the snow - and the sun!)

• Former Finalsite client - The British School in The Netherlands

• Over 20 years experience in education marketing 

Now heading up Finalsite Advantage...

Who I am… & how I ended up where I am now...
TRACY TIGCHELAAR  (Ti-ke-lar)
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Branding - What is it & why does it 
matter?
Let me guess...
• Your school operates in a competitive market place

• You have a complex customer base with diverse needs

• You (probably) cannot compete on price – and quality alone is not always 
enough

• You need to stand out from the crowd - to be ‘top of mind’ 

• You need to be able to clearly communicate what is unique about your 
school...
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That’s a lot to ask of a logo and school name right…?!

Which is why that’s not all that branding is about.  

Brand is not just a logo, tagline, slogan or campaign

 “Bra  s im y at  o – it’s o  y  es  y u l  er  
da  d  yo  s o r  pe ce  s o l” 

Branding - What is it & why does it matter?
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• A brand is like a promise (we’l  om  k o h !)

• Put simply, successful brands deliver on their promises 
- by delivering on brand promises you create brand 
value

• A successful brand must be honest and consistent 
about what it represents

• Your brand needs to be just as clear about what it is as 
what it is not

What is a brand?
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A brand provides a concept for people to identify with.

It helps an organisation speak with one voice. 

 Your existing stakeholders should be able to identify with the 
brand and feel a sense of pride about it.

A brand can be summed up with a strapline or phrase, but it can
be much more than that. A successful brand can help give 

direction and focus, and create movement along
a desired course.

What does a brand ‘do’?
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So how do you relate that to your 
school…?
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7 Elements of
a School Brand
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A mission statement describes what your school does. 

Your brand promise tells the world your purpose

A brand promise holds you accountable for delivering a consistent and 
genuine message and matching customer experience.

What’s a Brand Promise - & why does it matter?

MA T E  W E..!
If consumers know - or discover - a brand promise to 

be empty, they will mock the disconnect between the message and
the actual customer experience.
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Developing your Brand Promise

• Rather than describing how you do what you do, your brand 
promise should describe the experience you deliver.

• Never try to change your school’s ethos to match other 
schools or what you think the market wants - your school 
spirit is one of your greatest advantages.

• Use market research to help develop a set of Brand 
Statements

• These statements should reflect the multiple ideals - that 
come together - to make up your brand.

Rem r!   Each individual statement may not be unique, but the unique combination of them will be
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The Judgement Free Zone - Planet Fitness

Melts in your mouth, not in your hands - M&M’s

Creating happiness through magical experiences. - Disney

Save money. Live better. - Walmart

Melts in your mouth, not in your hands - M&M’s

Gives you Wings - Red Bull (settled lawsuit for $13m)

Tag-lines - summing it all up… 

 In i t e

 Dif n i n

Sim

Cor  os

Hon !

 Emo
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Developing your Visual Identity

Fon   |   Col   |  Log
• Invest in professional graphic design

• Create a Branding Style Guide

•

• Demonstrate best practice and brand everything 
centrally 

• Consider physical spaces, materials & online channels

Rem r!   Develop a look and feel that properly reflects what your school is really like...
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Developing your Visual Identity
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Developing your Visual Identity
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Setting yourself apart - Brand Differentiators

• Few things have as big an impact in 
communicating differentiators as quick facts, 
statistics & infographics

• Try to back your differentiators up with your 
other marketing 

• Don’t overdo it - either in tone or volume
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Setting yourself apart - Brand Differentiators



#FinalsiteU    |  #FinalsiteAdvantage     |         @FinalsiteUK

Setting yourself apart - Brand Differentiators
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Finding Your Voice
• Tone of voice is not what you say, but how you say it

• It makes it easier for people to connect with you on a 
personal level

Rem r!   Your customers will recognize your voice and tone and connect them with 
your school brand, but only if you are truly consistent... 

CONSIDER

• What ‘person’ do you use in communications about 
your school - first person (“we”) or third person 
(“name of school”)? 

• Do you stick to grammar rules at all costs, or are 
you ok with bending them for style?
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Branded Communications
• Brand all regular and ad hoc communications, always!

• Email signatures

• E-newsletters - headers & overall style

• Notices on school notice boards

• Programmes for plays, musicals and other performances

• Sports venues and events

to  bu   w!

Rem r!    It takes quite an effort - & budget! - to ‘over brand’ so don’t hold back...
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Branded Communications
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Your brand story

Human beings make sense of the world 
through stories, so if you want your 
school’s message to stick, think of it as
a story...

● When you need to build trust, create community, or persuade, do it through storytelling

● Putting faces to your brand - allows you to develop a deeper, more personal, connection
with your audience

● The greater the variety of personal stories you create - and communicate - the more likely you are
to provide content that engages to the point of action.
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Your brand story
Testimonials
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Your brand story
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7 Elements of
a School Brand
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Any Questions?
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Thank You!
Be sure to continue to share your conference experience using 

the #FinalsiteU hashtag.


